







REPRESENTATION MATTERS:  
IMPROVING PUBLIC DIPLOMACY INITIATIVES BY INCREASING THE NUMBER OF 
STUDENTS OF COLOR PARTICIPATING IN STUDY ABROAD PROGRAMS  
 
Dana M. Anthony 






A thesis submitted to the faculty at the University of North Carolina at Chapel Hill in partial 
fulfillment of the requirements for the degree of Master of Arts in the Hussman School of 
Journalism and Media. 
 











Submitted to:  
 
Dr. Lois Boynton, Committee Chair 
 
Dr. Suman Lee 
 








































DANA M. ANTHONY 














Dana M. Anthony: Representation Matters: Improving Public Diplomacy Initiatives by Increasing 
the Number of Students of Color Participating in Study Abroad Programs 
(Under the direction of Dr. Lois Boynton)  
 
International educational exchange programs are one of the leading ways to promote U.S.  
public and cultural diplomacy initiatives abroad. However, these efforts have misrepresented the 
country’s racial and cultural makeup because of the lack of students of color participating in 
them. This research study analyzes the recruitment strategies used by international educational 
placement agencies and explores why students of color are not participating in study abroad 
programs.  Based on the qualitative data obtained from the research methods used in this study, a 
recruitment model was designed for placement agencies to implement for increasing the number 
of students of color participating in study abroad programs.  Thus,  accurately presenting the true 
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INTRODUCTION & BACKGROUND  
 
 International educational exchange programs not only benefit American high school 
students - they also are considered a pivotal component of a country’s public diplomacy efforts. 
They foster relationships between countries; build, improve and restore national images and 
reputations; lower barriers of distrust; and educate others on cultural differences and similarities.  
Despite these advantages, the demographic enrollment of students participating in these 
programs has not kept up with the presently changing U.S. citizenry. Therefore, these programs 
neglect to truthfully educate other countries on the diversity that America has in terms of race, 
culture, religion and etc. The inaccurate representation of America across national borders does 
not fulfill the total mission of public diplomacy and international educational exchange programs 
and it creates inequity among American students who participate in these opportunities.  
In 1919, The Institute of International Education (IIE) initiated formal educational 
exchange programs in the U.S. with a mission of “helping people and organizations leverage the 
power of international education to thrive in today’s interconnected world” (IIE, 2019). IIE also 
partners with other organizations, like the U.S. Department of State, to develop and manage 
some of the world’s top educational and cultural exchange programs.  
 The U.S. Department of State is the federal agency in the U.S. that manages public 
diplomacy efforts. The mission of the U.S. Department of State is to “lead America’s foreign 
policy through diplomacy, advocacy, and assistance by advancing the interests of the American 
people, their safety and economic prosperity” (About the U.S. Department of State, n.d.).  The 
following departments are under the management of the U.S. Department of State: political 




affairs; public diplomacy and public affairs; management; and civilian security, democracy and 
human rights. The Under Secretary for Public Diplomacy and Public Affairs manages the 
cultural diplomatic programs between foreign and domestic communities (see Figure 1).  
Figure 1 U.S. Department of State Organization Chart (2020)  
 The Bureau of Educational and Cultural Affairs (ECA) is a division under the Under 
Secretary for Public Diplomacy and Public Affairs. The ECA’s mission is to “design and 
implement educational, professional, and cultural exchange and other programs that create and 
sustain the mutual understanding with other countries necessary to advancing United States 
foreign policy goals. Under the leadership of Assistant Secretary Marie Royce, ECA programs 
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networks and personal relationships and promote U.S. national security and values” (Bureau of 
Educational and Cultural Affairs, n.d.). Educational and cultural exchange programs are one of 
the most-popular strategies used in public diplomacy to influence foreign attitudes about another 
country and its culture. The ECA partners with international educational exchange placement 
agencies like the IIE, Council on International Educational Exchange (CIEE), ASSE 
International Student Exchange Programs (ASSE), Youth For Understanding USA (YFU-USA) 
and American Field Service Intercultural Programs (AFS-USA). These placement agencies 
utilize representatives throughout the U.S. and from different communities to recruit students, 
verify their eligibility, and place them with host families in different countries. Some placement 
agencies receive a grant from the ECA to recruit students for these programs. Currently, the ECA 
offers over 30 educational exchange programs categorized into three types of experiences: 
student, cultural, and professional.  
 First, student experiences offer American students the opportunity to live abroad while 
attending a local school and living with a host family. Timeframes for these experiences can last 
for a semester or full academic year. This provides the student with the opportunity to share 
American life and culture with their host family and community. Students also share their 
experience abroad upon returning to their home country, which creates connections between both 
international families and communities. These programs are identified as outbound programs.  
 Second, culture experiences can range from one week, to over one year abroad, for 
specific immersion programs. Immersion emphases vary from the arts, culture, education, 
political, social, language, or project-based. Visiting students are given the opportunity to 




 Third, professional experiences offer non-students the chance to travel or live abroad for 
work that endorses foreign policy agendas. For example, English as a Second Language teachers 
(ESL), can live in another country to teach English to students. These programs support the 
public diplomacy concepts of globalization and establishing a universal language for 
communication.  




 Although the majority of international 
exchange programs offered by the ECA and other 
agencies are open to all U.S. citizens, the program 
participant demographics haven’t kept up with the 
changing U.S. demographics. In 2019, the U.S. 
Census Bureau reported that from 2010-18,  40 
percent of the U.S. population ages 18 and under 
identified as White, while 60 percent identified as 
either Hispanic, Black, Asian, Multi-racial, American 
Indian or Native Hawaiian (see Figure 2).  
Yet, a survey conducted by The Power of 
International Education (2019) reported that since the 2006- 2007 academic year, at least 70 
percent of students who participate in outbound international exchange programs are White 
American, even though statistics show that America’s racial and cultural makeup has shifted 
toward greater diversity.  Student profile data obtained by Open Doors, an information resource 
on international students and scholars, reports that between 2012 and 2018,  about 70 to 75 




percent of American students who participated in an educational exchange program abroad 
identified as White. Ten percent or fewer students who participated identified as Black, Hispanic, 
Asian, Multi-racial, American Indian, or Native Hawaiian (see Figure 3).   
 
Figure 3: American Student Profile for Exchange Experiences –(Open Doors, n.d.)  
 The exchange program participation data inaccurately depict the actual racial make-up of 
the U.S., and through these programs, other countries are not experiencing a realistic picture of 
U.S. citizenry. Second, students of color are not gaining the experiences afforded to their White 
counterparts in these programs.  Part of this problem may lie in the visibility and branding of 
these programs, how they are communicated to potential participants of color, recruiting 
strategies, and whether agency representatives address the challenges or the needs specific to 
students of color while abroad.     
 The purpose of this thesis is to determine how to increase the number of students of color 




cultural representation of the U.S. is depicted across national borders. There are various 
exchange programs that operate independently of the U.S. Department of State, but this thesis 
will focus on those linked to the ECA, specifically the Congress-Bundestag Youth Exchange 
Program (CBYX) that manages U.S.-Germany exchange opportunities.  Also, it is important to 
make clear how ‘students of color’ are identified in this study. For this research, ‘students of 
color’ will refer to Black (non-Hispanic) or African- American students. The terms international 
educational exchange, international exchange and study abroad maybe used interchangeably as 
well. The following section introduces the CBYX Program.  
Congress-Bundestag Youth Exchange (CBYX) Program 
 
 Although the ECA offers over 30 educational exchange programs, the Congress-
Bundestag Youth Exchange Program (CBYX) will be the focus on this study. It is one of the 
international educational exchange programs offering American high school students the 
opportunity to live in Germany with a host family while attending a German high school for a 
full academic year. There are no language requirements to participate in this program, and merit-
based scholarships and grants are available to fund up 100 percent of the expenses. The only 
requirement is that students have a passion for learning languages and immersing themselves 
into German culture, have a GPA of 3.0 or higher, and are between the ages of 15 and 18 years 
old by the beginning of the program (Congress- Bundestag Youth Program, 2020).   
 This research will be based on existing literature regarding public diplomacy and soft 
power, political marketing strategies, virtual learning, marketing towards people of color, and the 
attitudes that people of color have regarding international educational exchange programs. It will 
serve as a foundation for this study as the objectives of international educational exchange is a 









 The following literature review explores topics relating to public diplomacy, culture 
exchange as a source of soft power, global learning and the importance of designing marketing 
strategies to the different demographics within a general target audience.  
Public Diplomacy and Soft Power  
 
 Public diplomacy can be defined as initiatives developed to create, build and manage 
relationships among international publics to encourage globalization. It is purposeful 
engagement between foreign publics, to advance foreign policy objectives, or foster conditions 
among foreign publics that support diplomatic relations goals (Sevin, Metzgar, & Hayden, 2019).  
One objective of public diplomacy is for a country to manage its national reputation on a global 
scale to successfully achieve its economic, political, and social goals abroad. Several diplomatic 
activities used to achieve these goals are broadcasting, information programs, transparent 
strategic communication campaigns, and educational and cultural exchange programs.  
 International cultural exchanges are often used as a tool for public diplomacy initiatives 
because they allow domestic governments to invite foreigners into their country for an allotted 
amount of time to learn and adapt to that particular country’s norms (Patcher, 2018). These 
initiatives extend beyond political actors to individual participants like journalists and students 
(Patcher, 2017). In an article titled “Soft Power and American Foreign Policy,” Joseph Nye 
(2004) describes how important it is to increase mutual exchanges across societies in an effort to 
allow diverse, nongovernmental sectors to interact with other countries as a form of soft power. 




for its own national interest, instead of forced power like military and economic control (Nye, 
2004). Activities like study abroad programs, international travel, activism and trade are different 
forms of soft power that offers countries the opportunity to somewhat control its national brand, 
reputation and national interests.   
Political Marketing   
 Political marketing seeks “to establish, maintain and enhance long-term political 
relationships at a profit for society, so that the objectives of the individual political actors and 
agencies involved are met” (Sun, 2008, p.168). Electoral Political Marketing (EPM), 
Governmental Political Marketing (GPM) and International Political Marketing (IPM) are 
components of political marketing.  EPM occurs when political candidates make promises to 
potential constituents in exchange for their votes. GPM is where lobbying occurs between 
political leaders and interest groups. IPM seeks to “establish, maintain and enhance long-term 
relations among international agencies so objectives of national political actors and organizations 
are met (Sun, 2008, p. 170)”.  The products of IPM are national interests, soft power and national 
image.  When a country’s political marketing strategy does not represent the accurate 
demographic information of its citizenry, whether voluntary or involuntary, a false image of the 
country is presented to its foreign publics.     
Global Learning as Tool to Increase Full Participation and Retention in Studying Abroad 
 Students gain access to the world through the internet, social media, migration, arts and 
entertainment, food, travel, news and globalization through international trade. Outside of study 
abroad programs, educational institutions are incorporating more localized strategies to increase 
global learning in their classrooms to help students develop the skills and capabilities needed to 




learning allows students to experience global interdependence and creates opportunities for 
greater understanding and the acceptance of diversity (Bradshaw, 2018). In some cases,  
American classrooms have partnered with a classroom in another country to collaborate on a 
specific project. The interaction between students created opportunities for them to share their 
similarities, differences, learn about each other’s country and develop friendships. As students 
are exposed to a range of global learning activities in their classrooms, it creates the opening for 
intercultural wonderment, which can lead to the full participation and retention of students 
interested in studying abroad.   
 Intercultural wonderment is the extent to which a student will step outside their comfort 
zone to engage with their host country and people during a study abroad experience (Enberg, 
Jourian, and Davidson 2015). Students with intercultural wonderment fully immerse themselves 
into the culture of their host country by exploring new behaviors and by interacting with 
residents in the community (Enberg et. al, 2015). Their ability to be uncomfortable with new 
experiences allows them fully participate in these programs with the support of their home 
country and host family.  Although participating in global learning early could spark interest in 
study abroad opportunities, using it to gauge the extent of a student’s intercultural wonderment 
should not be measured as a standard concept for everyone. 
Marketing Towards People of Color  
 Critical Race Theory (CRT) holds racism as a normal, tolerable role in how society 
conducts itself and that it is embedded in the culture of political, economic, legal and educational 
institutions to name a few (Davis, 2017). Even in marketing, racism has been the foundation of 
how messages and images are conveyed to support societal norms (Davis, 2017). In the 1990s, 




cheap alcohol and tobacco products (Smith and Cooper-Martin 1997).  Marketing practices 
related to nutrition found that children of color were aggressively targeted by marketers 
promoting unhealthy food (Gilmore & Jordan, 2012; Ohri-Vachaspati et al., 2015; UConn 
Center, 2015).  Based on the CRT, these advertisements were meant to influence how society 
sees different groups; often an oppressive state for people of color. Multiculturalism was not 
embraced into the marketing model until the 1980s as the U.S. increased in cultural diversity 
(Tharp, 2001). This information provides some insight into why the participation of students of 
color in international educational exchange programs has not mirrored the rate of growth that the 
U.S. has experienced in its citizenry. Diversity Abroad founder Andrew Gordon even stated in an 
interview that the perception of studying aboard was that it is reserved for rich white students 
(Norton, 2008). This study will further analyze the current marketing strategies and promotional 
materials used by placement agencies to determine if people of color are targeted or not for these 
programs.    
 Business in the U.K. adopted relational marketing - building long-term relationships with 
customers -  as a tool for capitalizing off of diverse markets (Atlinay, 2008). Learning about 
these previously neglected publics and being proactive in understanding their culture and needs 
has helped businesses obtain trust among this group. Instead of inviting ethnic minority groups to 
come to them, U.K. business owners and marketers visited those communities to understand 
them personally. This developed a relationship of trust and care, which, if implemented for 
international educational exchange programs, could offer rich insight into the thoughts and 






Students of Color Attitudes About Studying Abroad  
 There are several factors that determine if a student can and will participate in 
international educational exchange programs. Advocacy groups laboring to increase the 
participation of students of color in study abroad programs have argued that insufficient funding 
and the absence of understanding the benefits of it are the top factors that limits student 
involvement (Salisbury, Paulsen and Pascarella, 2011).  Norton (2008) identifies the challenges 
that prevents some students of color from participating in international educational exchange 
programs.  The absence of conversations with students, parents and study abroad counselors 
about race relations in potential host countries is a missed opportunity to communicate the 
support and benefits of participating.  After talking with study abroad alumni of color, Norton 
(2008) recommends counselors provide support to students and families before, during and after 
travel. International educational exchange placement agencies should take the lead on these 
conversations to inform students and families on what to expect, and illustrate support for the 
experience.  Norton’s solutions illustrate that the possible framework designed by placement 
agencies to recruit students should build out beyond recruitment to include retention. A lack of 
support once abroad could contribute to the smaller number of students of color participating in 
these programs out of fear of being unprepared to face unique challenges associated with racial 
differences. This may be especially true for students of color who travel to predominantly White 
countries like Germany.  
 Factors that contribute to a student’s decision to study abroad are described as human 
capital, financial capital, social capital and cultural capital (Salisbury, Paulsen, & Pascarella, 
2011).  Human capital refers to what a student will get or benefit from participating in study 




off the assumption that study abroad programs are not important for people of color and 
dissuades these students from participating (Carter 1991; Dessoff 2006; Shih 2009; Van Der 
Meid 2003; Washington 1998).  
 Financial capital refers to the real or perceived monetary resources at a person’s disposal 
for study abroad. Social capital refers to how students gain access to the knowledge of these 
options and opportunities. Students at Canadian University were encouraged by faculty and staff 
to participate in international programs, but officials noted that social class, the lack of awareness 
and encouragement from family, schools and peers may have stop students from enrolling into 
the programs (Lehmann, 2018). Cultural capital refers to students’ cultural knowledge, which 
derives from their parent’s class status, affects their decision.  




 CIEE sponsored its annual international educational exchange conference in November 
2019 in Brooklyn, New York, titled “Opening Doors to Increase Diversity in Study Abroad.” 
University professors, counselors and staff, together with international educational exchange 
representatives, discussed the challenges, barriers and consequences of the absence of 
underrepresented students in these programs.  
 Some of the challenges are due to institutional infrastructure like study abroad offices 
being ran by limited staff members, which restricts their ability to promote due to the lack of 
manpower. Other agencies did not know how to approach students of color about these 




offered such as creating an ambassador program led by study abroad alum, partnering with on 
campus agencies to minimize the diversity gap and increasing visibility.  
 In conjunction with the literature on this subject and the information presented at the 
CIEE conference, the first research question is: 
RQ1:  How can the ECA increase the number of students of color who participate in the 
CBYX program?  
To answer this question, two additional questions have been constructed to research the 
internal strategies and external components that affect the overall question.  
 To assess internal strategies, research question 2 is:   
RQ2: How are the placement agencies recruiting students of color for the CBYX 
program?  
To answer this question, I examined the strategies used to brand, promote and recruit 
high school students.  
 To assess external components that may affect participation by students of color, research 
question 3 is:   
RQ3: What factors influence students of color to, or not to, apply for the CBYX 
program?  
To answer this question, I explored what influences their decision-making regarding 
participating in abroad programs. 








 Two methods were applied to answer the research questions. I assessed the exchange 
program recruitment strategies and analyzed CBYX promotional materials. Second, I 
interviewed high school parents of color and CBYX alumni of color to understand what 
influences whether students of color participate in exchange programs. 
Assessing Placement Agencies Recruitment Strategies  
 
 First, an analysis was completed on the promotional materials used and social media 
posts made by the agencies responsible for recruiting American students into the CBYX 
program. These agencies are AFU-USA, YFU, CIEE and ASSE. These placement agencies use 
the same pamphlets, brochures, and posters for promoting the CBYX program;  however, each 
agency designs its own social media content. The analysis determined if and/or how students of 
color are visually depicted in promotional materials, and whether and/or how promotional 
material text addresses the interests and needs of students of color.  
 Second, interviews were conducted with two placement agencies to understand the 
strategies used to recruit students, and more narrowly, whether there are specific or different 
approaches used for recruiting students of color than when recruiting White students. 
Information obtained from these interviews provided insight into the direct recruitment practices 
and disclose any gaps and challenges in their diversity and inclusion efforts.  
 Virtual interviews with placement agency representatives were conducted through the 




identifiers. The audio recording was saved to a personal, password-protected laptop and common 
themes in recruitment strategies were analyzed.  
Assessing High School Parents of Color Attitudes about Exchange Programs 
 A focus group with 10 parents of high school students of color was conducted to identify 
what factors they consider when deciding to support their child’s participation in an international 
educational exchange program.  Snowball sampling was used to recruit participants and 
pseudonyms were assigned to eliminate identifiers.  The focus group took place in a safe, quiet 
and appropriate location in Raleigh, North Carolina, lasting for approximately 60 minutes.  
Expectantly, the information provided by the focus group advised: (1) how familiar they were 
about international educational exchange programs and their students’ qualifications to 
participate in them, (2) their knowledge about the CBYX program, (3) their attitudes about their 
students participating in the CBYX program specifically, and (4) factors that influence their 
decision to allow their students to participate.  
 The focus group audio was recorded and stored on a personal, password-protected laptop. 
A list of the questions for the semi-structured focus group interviews can be found in the 
appendices. The content gathered was analyzed for themes regarding attitudes about international 
educational exchange, their familiarity with these programs and what influences their decision to 
support their student wanting to participate in them. Light refreshments were provided as an 
incentive to the participants.  
Assessing CBYX Alumni of Color Experience  
 A second focus group was conducted with students of color who have previously 




strategies were designed to help placement agencies successfully engage potential families and 
students of color.   
 A virtual focus group was conducted with six alumni of color who have participated in 
the CBYX program. The goal of this focus group was to understand their experiences in the 
CBYX program regarding recruitment, support during their stay, departure back home, and 
whether CBYX program officials received their input about their experience upon their return. 
Data from this focus group gave insight for providing recommendations regarding messaging, 
recruitment, retention, and support for students of color while studying in Germany. To find 
these alums I emailed the CBYX Alumni Association asking for former students of color to 
contact me if they are interested in participating in this research.  
 The focus group was tape recorded and stored on a personal, password-protected laptop. 
Participants were assigned pseudonyms to eliminate identifiers. A list of the questions for the 
semi-structured focus group interviews can be found in the appendices. Common themes were 
analyzed from the feedback. As an incentive, participants received a $10 Amazon gift card. This 
incentive differed from the parent participants because this focus group was conducted virtually 














 Placement Agency Recruitment Strategies Analysis  
  Interviews were conducted with representatives of two international educational 
exchange placement agencies that recruit for the CBYX program. Participants shared the 
infrastructure of the recruiting departments, the strategies used to recruit students into the 
program, specific recruitment tactics targeting students of color, and the challenges the agencies 
face when trying to recruit students of color. The next section will discuss the common themes 
that surfaced in the interviews, beginning with the infrastructure of the placement agencies.  
Infrastructure of the recruiting departments  
 Placement agencies can employ different models to recruit participants into international 
educational exchange programs. For the purpose of this research,  I have identified  two of the 
most-popular models as Type A and Type B. Placement agencies with a Type A recruiting model 
assign community volunteers with the tasks of informing their local community about 
international educational exchange opportunities,  recruiting host families and participants, and 
supporting families and student participants during their experience. The number of volunteers 
can reach over 5,000 and they may be paid a small stipend.  The Type A model is successful 
because volunteer representatives “are able to speak directly to their individual communities,” 
said an interview participant. Typically, people show interest in becoming a volunteer after either 
hosting a foreign exchange student or having their child participate in a study abroad experience. 
Individually, volunteers determine the amount of time and effort they put into engaging their 




 Placement agencies with a Type B recruiting model employ paid staff members to inform 
communities about international educational exchange opportunities, recruit host families and 
study abroad participants, and support them during their experience.  The number of staff 
members employed in the Type B recruiting model is relatively low, and they are sometimes in 
different geographical locations, depending on the agency they work with. 
 Some agencies have no volunteer or staff members who are people of color. Those with 
people of color in these positions reported it is a small part of their volunteer or staff corps. One 
interview participant considered how the lack of representation internally possibly contributes to 
the racial deficit among CBYX student cohorts, but was optimistic that it would eventually 
change.  
Promotional Material Design  
   Four different international educational placement agencies promote and recruit 
American high school students for the CBYX program: YFU, AFS-USA, ASSE and CIEE. 
Under the guidance of the U.S. Department of State, these agencies collectively decide what 
information to include on the CBYX  brochures, flyers and etc. AFS-USA completes the final 
designs for the CBYX promotional materials and shares them with the other three agencies after 
the U.S. Department of State approves the final drafts. This ensures that each agency is providing 
the same information by introducing the program basics to engage interested participants, 
families and communities. Each agency distributes the materials to its representatives, for them 
to share with their respective communities.   
  The 2019 CBYX brochure and poster include graphics, pictures of former CBYX 
students in Germany and information about the CBYX program. The ‘Apply Now’ section of the 




applicants representing the diversity of the United States, including students with disabilities (see 
Appendix E)” (CBYX Brochure, 2019).  The 2019 brochure and poster include five student 
participants from diverse racial backgrounds and three pictures containing German host families, 
all of whom are White. Placement agency representatives distribute these materials on 
community boards, social media platforms, community festivals and events, to potential 
participants and teachers who have recommended students in the past.  
Social Media   
 Each placement agency owns their own social media platforms for engaging their 
followers and online community.  It serves as an information hub for the public to learn about 
international education exchange programs, read alumni testimonials, search local events, read 
news,  etc. They disclosed that they consistently posted content about the CBYX program to 
their social media pages during recruitment season in the fall. Facebook and Google Ads are also 
incorporated to drive users to their individual agency’s social media pages and ultimately their 
website to learn more about the program.  
 All interview participants identified Facebook as the social media platform that receives 
the most traffic, where its target market is primarily parents of potential participants. In addition 
to individual agency social media pages, the CBYX program has its own Facebook page - 
@CBYXPP - that is managed by all four agencies. According to the interview participants, each 
agency is responsible for posting content about the CBYX program on the @CBYXPP Facebook 
page for one week at a time continuously. For example, ASSE will post content on the 
@CBYXPP Facebook page for one week based on a content calendar accessible to all agencies, 




shared by all four agencies is in addition to the activity they each perform on an individual 
agency level.  
Recruiting Students  
 Based on the information provided in the interviews, representatives seem to use similar 
tactics to recruit students into the CBYX program, even though the internal infrastructure of each 
agency can vary.  This research will discuss the top three themes that surfaced when discussing 
recruitment strategies: social media ads, using existing community relationships, and study-
abroad student presentations.  
As discussed earlier, Facebook is one of the top social media platforms used to engage 
parents and potential students through paid ads. Representatives determine their target audience 
for these ads based on the geographic location they are assigned to and that area’s census data. 
The ads draw users to the agencies’ social media pages and hopefully their website. Agencies are 
able to engage with their audience, answer questions and encourage families to apply for the 
CBYX program.   
 Secondly, recruitment volunteers and staff members frequently utilize the existing 
relationships with local high schools, churches and the community to promote programs during 
recruitment season which begins approximately in August. Representatives share the materials 
discussed in the ‘Promotional Material Design’ section and offer a meeting with these groups to 
discuss the program, ask for the opportunity to hold an information session, or request that the 
recipients forward the information to potential students and their families. Occasionally, 
recruiters make informal contact with adults who have referred a student in the past or inquired 




Faculty members teaching foreign language courses, especially German, are often contacted by 
representatives about the CBYX program.   
 Third, what appeared as one of the most-effective strategies to recruit students to 
participate in the CBYX program is alumni testimonials. CBYX program participants are 
required to give a presentation in their host school while abroad and home community upon their 
return. Those interviewed said the benefit of having CBYX students share their experience is that 
it not only engages potential participants, but also because their peers trust them. During one of 
the interviews, a representative stated,  “more students apply if they know someone in their 
school has participated in it.” This is why placement agencies heavily utilize alumni experiences 
to promote the benefit of the program among their peers and community.  
Strategies for Recruiting Students of Color   
 During the interviews, the placement agencies’ representatives identified several 
strategies they used to recruit students of color.  Based on the participant responses, recruitment 
strategies are supposedly based on the U.S. census data of each geographic location. There were 
no uniform strategies or major themes that appeared during the interviews, so for the purpose of 
this research, all of the strategies to recruit students of color will be discussed.  
 First, a placement agency representative disclosed during their interview that for the 
2019-20 academic year, they only focused on marketing towards people of color during the 
recruitment season. All Facebook and Google Ads targeted people of color in their respective 
geographic locations. Although some people of color engaged with the placement agency’s ads, 
there was not a sufficient number of people from that demographic applying to the program. The 




 Secondly, the same representative shared during the interview that they posted the CBYX 
scholarship information on the minority section of Niche (https://www.niche.com) - a website 
providing information about U.S. colleges, schools, scholarships and more. The engagement and 
completed applications that particular placement agency received was significantly higher than 
previous recruitment years. In the future, the representative stated they would use Niche again to 
recruit students of color into the CBYX program by specifically posting it under the minority 
scholarship section.  
 Lastly, other representatives discussed their attempt to partner with historically Black and 
Latino fraternities and sororities because of their access and commitment to scholarship, 
opportunity and community service within the minority community.  The placement agency did 
not receive the response or support they expected after reaching out to some of these 
organizations and did not disclose the reasons why their efforts failed. In addition to seeking 
organizations led by people of color, placement agencies have also tried to partner with 
community-based organizations in urban areas to create and expand awareness about the CBYX 
program and scholarships. The impact from these partnerships did not meet the total expectations 
that placement agencies had.  
Challenges  
  Representatives were eager to discuss the challenges they face regarding recruiting 
students of color into the CBYX program. One challenge is that placement agency 
representatives focus the majority of their efforts on recruiting American families to host 
international educational exchange students instead of recruiting students to go abroad. The 




prioritize. If a major focus is placed on recruiting host families then little attention is given to 
finding potential students to participate in the CBYX program; especially students of color. 
 Secondly, the CBYX scholarship is not a minority-only scholarship and is available to 
any student interested in enrolling into the program.  Although promoting it as such could 
potentially increase the number of students of color that enroll in the program, it would false and 
unethical. However, not being able to classify it as such fails to engage that demographic as they 
could feel that it does not apply to them, which is a challenge that a representative expressed. 
 Thirdly, the concern about how courses taken abroad would affect students’ high school 
career and ultimate ability to graduate on time was another challenge that representatives faced 
when communicating to parents of color. Since the CBYX program is not primarily sponsored 
by high schools, the effects of participating is a challenge that placement agencies have trouble 
communicating without the direct support of local high schools. Although taking a gap year to 
participate in international educational exchange programs is gaining popularity, it is generally 
within wealthy White households.   
 Finally, as a person of color, the lack of knowledge about navigating life in Germany 
without any prior experience of the language or culture is another barrier that agencies face when 
trying recruit students of color. Since Germany has a predominantly White population, there are 
not many opportunities for students to connect with others who look like them, that would 
encourage them to participate.   
Conclusion  
 In each interview, placement representatives indicated that an ideal CBYX cohort would 
reflect the current racial and cultural demographic of America, within the geographic location 




fall short at engaging this population despite their attempts to partner with minority-focused 
organizations, targeting through social media and web ads, and through community outreach. 
The next section of this research will provide insight obtained from a focus group with parents of 
high school students of color discussing their attitudes about international educational exchange 
programs and their students. 
Parents of High School Students of Color Focus Group Analysis  
 
 One focus group was conducted with 10 parents - nine women and one man - of high 
school students of color to gauge their knowledge and attitudes about international educational 
exchange opportunities. The 60-minute conversation provided insight into their general thoughts 
about international educational exchange programs and the CBYX program. The next section 
will discuss the common themes and saturation points from the conversation with the parent 
participants.  
General Knowledge about International Educational Exchange Programs  
 While discussing their general knowledge about international exchange programs, all 
parents said they were familiar with experiences where a foreign exchange student could live 
with an American host family who is financially responsible for the student without any 
compensation. However, only two parents knew there were opportunities for American students 
to participate in international educational exchange programs while in high school. These two 
parents had kids enrolled in a high school classified as an ‘early college program,’ where 
students earn a high school diploma, college course credits or their associate’s degree. The other 
parents in the group assumed international educational exchange opportunities were only 




 While discussing participants’ expectations about where they would imagine finding 
information about these programs from, all participants said “high schools, student services and 
counselors.” All participants found credibility in programs that were introduced and supported 
by the high schools their students attended, but were leery about international educational 
exchange programs presented to them by someone outside of their community.  
Attitudes about Outbound programs 
 Parent participants arrived at a general consensus when discussing what they believe are 
the overall opportunities of international educational exchange programs and the barriers that 
would influence them to not allow their student to participate.  The two opportunities that each 
parent identified were exposure and experience (educational, social and business). First, parent 
participants were clear how an immersive experience provides a level of exposure that would 
increase students’ awareness as global citizens.  One parent discussed how it would force their 
student to “gain a level of independence by having to navigate a new country and make decisions 
on their own.” They shared how the programs would help students understand and appreciate 
different cultural practices and establish a healthy respect for all people.  
Second, all parents agreed that the experience that students gain from participating would 
be immeasurable after immersing themselves in another country and culture. A parent participant 
was vocal about how the social experience alone would force their son to interact with people 
instead of being in his phone, disengaged with what is going on around him. Another parent 
believed the opportunity to see how businesses are managed on a global scale would cultivate an  
entrepreneurial mindset among students.  
 However,  all participants also identified fear as the primary reason they would not allow 




mistreated because of our race.…it’s not that we don’t think it’s a good opportunity but we just 
don’t know how the world will look at us.” A lack of information about the racial climate in 
other countries and how it would affect their students’ experiences was a primary concern for 
parent participants. In addition to racism, parents feared for their students’ safety in a country’s 
stressful political climate or if they became ill, sharing how challenging it would be to get to 
them if something happened.  However, by the end of the conversation all parents concluded 
they would not want to impose their fears onto their students in such a way that it prevents them 
from participating in a life-changing opportunity. 
 Finances was the second theme that appeared during the focus group conversations.  
Parents shared how they do not have access to the disposable income needed to send their 
students to another country for an educational exchange program that would remove their family 
from a familiar financially situation to an unfamiliar one. Therefore, the availability of 
scholarships and financial support would influence their decision to allow their students to 
participate. 
CBYX Program  
 After discussing general international educational exchange programs and parent 
participants’ attitudes about them, the principal researcher introduced information about the 
CBYX program and explained the program objectives. After sharing the basic information about 
the CBYX program, a discussion followed where parent participants gave input about the 
promotional materials and if they would allow their student to participate in the program.     
 Focus group participants were shown three images pulled from the placement agencies’ 
social media account and asked to explain if they related to the content (see Appendix D). These 




participants identified Image #1 as the only social media post that would engage their attention to 
learn more about the CBYX program or international educational exchange experiences for their 
high school students. The comments were “it looks familiar” and “it has people in it that look 
like me.” Image #2 and #3, they stated, had “too many words” and “was not appealing.” When 
browsing the 2019 CBYX poster, all participants homed in on the word “scholarship” at the top 
of the page because they felt the term addressed their financial condition (see Appendix E). The 
one theme that emerged while parents analyzed the flyer was the bulleted list explaining what a 
year as a CBYX student in Germany would include. Parent participants felt that if they were 
handed this flyer, they would consider the opportunity because it explains what to expect and 
presents the program as a structured experience.   
 Secondly, after learning about the CBYX program and reviewing the promotional 
materials, parent participants were asked if they would consider allowing their student to 
participate in the program; all but one participant said yes.  However, with that yes followed 
several stipulations that participants shared, like having an in-person information session with 
program representatives, school counselors and CBYX alumni to truly understand the program 
and ask their own questions. Parents shared that working with an African American (Black) 
program representative in all stages of the experience, from recruitment to returning to their 
home country, would build their confidence in the program. It would cultivate their trust in the 
program because they would feel that a representative from their culture would understand their 
concerns and help them navigate the process. The participant that stated they would not allow 
their student to participate explained that the current political climate in America was not 





Focus Group Recommendations  
 Lastly, when asked if there was anything further they would like to share, parent 
participants stressed that representation among recruitment representatives and German host 
families was essential for their participation in these programs. Second, it was vital for parents to 
see the support from their students’ high school counselors and faculty. They suggested a 
partnership with local high schools where possible, so that they could understand how an 
experience like this would affect their high school career upon their return and get reassurance 
that students would not be penalized because it is not a program directly sponsored by their 
students’ high school. Lastly, parents would like to interact with students of color who 
participated in the CBYX program to learn about their experience because it would build a sense 
of credibility.  
Conclusion  
 Parent participants in the focus group became open to the possibility of allowing their 
students to participate in international educational exchange programs at the end of the 
discussion. The top themes that came out of this focus group are that parents of color are not 
engaging in these programs due to the absence of awareness about the programs, lack of 
adequate funding, the absence of racial representation and support from high schools, and fear 
due to global racism that parents of color have seen or experienced.  
CBYX Program Alumni Of Color Focus Group Analysis  
 A focus group was conducted with six CBYX alumni of color to gain insight into their 
experience as participants - beginning with the recruitment process, living in Germany as a high 
school student of color and post-departure. This section will discuss the themes that appeared 





 The alumni in this focus group participated in the CBYX program in following academic 
years: 1992-93, 2008-09, 2012-13, 2014-15 and 2017-18. When discussing how they initially 
discovered the program, two students saw advertisements when browsing scholarship databases, 
one student developed a friendship with a foreign exchange student from another country, two 
were referred by teachers in their high school, and another student attended a scholarship 
presentation at their high school where a placement agency representative shared information 
about government scholarships. From the focus group, only two participants had prior 
knowledge about or exposure to German culture.     
 The majority of these participants said they were not actively seeking information about 
study abroad or other international educational experiences, only scholarship opportunities. The 
one participant who did initially engage with a placement agency representative said it was 
because the opportunity was promoted during a scholarship information session in their high 
school. The placement agency representative who led the CBYX information session followed 
up with this student shortly after the presentation, which led them enrolling into the program. If 
these opportunities were not promoted or advertised on scholarship databases and websites or 
during a high school scholarship information session, these students would not have participated 
in the CBYX program because they would not have known about it.  
 Referrals by teachers and peer relationships with current foreign exchange students were 
also effective because there was a level of trust already established prior to discussing 
international educational exchange opportunities.  Students trusted opportunities presented by 
teachers who exhibited care, concern and confidence in them, in addition to their peers who they 




on participants’ input, it appears that the most-effective strategies utilized to recruit these CBYX 
alumni of color was through scholarship databases and websites, teacher referrals and peer 
relationships. 
 The next part of the recruitment conversation sought insight into why these students 
decided to apply for the CBYX program and participate in it after learning about the opportunity. 
The responses were common among the group: a sense of adventure, independence, the 
opportunity to learn something different, and to empower themselves. One focus group 
participant said, “I trusted in the program. That I would learn about the country, language and 
culture and that it would be conducive to me.” Although the majority of these participants had no 
connection to Germany, they understood the impact this experience would have on their future 
and the marketable skills they’d obtain in a competitive global job market.  
CBYX Experience as a Student of Color 
 As the conversation began to shift towards the overall abroad experience, there are 
common themes of acclimating to a new country and environment that are conducive to anyone 
participating in a general international educational exchange experience.  For example, the high-
level of anticipation and eustress that a student will commonly face when departing for an abroad 
experience, overcoming jet lag due to shifting time zones, adjusting to the elements of a new 
culture (people, food, landscape, community, stores and etc.) and immersing themselves into life 
with a new family in a foreign place.  For the purpose of this research project, the themes that 
will be discussed in this focus group analysis applies to the experiences had by students of color. 
 Participants discussed a two-month CBYX orientation in Munich that all students were 
required to attend before going to separate locations within Germany to live with their host 




color in the cohort was encouraging to simplify, which is plausible because Munich is an 
international business hub. Experiencing diversity in Munich first, possibly contributed to 
unrealistic expectations when participants departed to the towns they would call home for the 
remainder of the program; north, south and west Germany. Because of Nazi history, Germany 
does not track race and ethnicity. In the majority of their experiences, these participants were the 
only person of color in their communities and schools.  
 The lack of representation created some difficult situations for participants.  Some shared 
their displeasure in how some of their host communities adopted several racist elements of 
American culture but did not understand the historical context of it. One participant shared how 
some of their German peers would use the “N” word in casual conversation or while singing 
along to music. Although it provided an opportunity for the participant to address the true 
meaning behind the term, the experience was frustrating because that was something they were 
not necessarily prepared for. A second participant described seeing confederate flags on items 
like barbeque sauce because it was branded as a “southern American culture” product.  Female 
participants described the complexity of maintaining their hair in Germany; from host families 
not understanding why it was important, to having trouble locating products or stylists familiar 
with doing black hair. While finding these situations quite frustrating, they battled with having to 
be the spokesperson for Black Americans in their German communities. It was inferred there 
was possibly no preparation on being a CBYX person of color participant during any of the 
orientation occurrences, making it challenging for them to properly navigate these situations.  
 Others shared how common it was to see African refugees living in Germany and that it 




African refugee. This created some unpleasant moments during their experience that they were 
not necessarily prepared for.       
 Some of the participants shared the absence of support outside of their host families was 
difficult because there was not anyone they felt they could talk to who would understand what 
they were going through. These challenges ranged from justifying basic haircare needs, 
understanding the difficulties of addressing inadvertent racism, or having to explain that you are 
not a refugee because you are a black or brown person in a predominantly white society.  
Participants believe that awareness prior to departure and support throughout their experience 
would have alleviated much uncertainty and frustration that they experienced. In an effort to 
establish a supportive community in the absence of other people of color, some participants 
stated how joining affinity clubs and groups at their host high school and community helped 
them. These interest clubs and groups are akin to the ones that students would join in their high 
school in their home countries, like foreign language, sports, photography and school newspaper 
clubs. The students were proactive in finding groups that fit their interests, which also 
contributed to their personal growth.   
CBYX Program Feedback  
 Participants were asked if they would be willing to volunteer if a CBYX alumni of color 
group was created to support students of color during all phases of the program, and they all said 
yes. They believed that connecting with CBYX alumni of color prior to and during their 
experience in Germany would have greatly contributed to how they navigated and coped while 
abroad. Throughout the challenges the participants faced as people of color, the majority of them 




actualization and confidence gained. Holistically, the advantages these students gained by 
participating in the CBYX program produced more life-long benefits than what they expected.  
Discussion of Emerging Themes 
 The original research question is how can the ECA increase the number of students of 
color who participate in the CBYX program. To answer this question, an analysis was completed 
on the internal infrastructure of placement agencies and their recruitment strategies, and learning 
what influences students of color when deciding to participate in an international educational 
exchange program. The research methods used for this project produced valuable insight into 
why there is a significant number of American students of color not participating in international 
educational exchange programs; specifically the CBYX program. There were several themes that 
emerged from the research and the following section will discuss them in more detail.   
Absence of Racial and Cultural Representation  
 The primary theme that surfaced from conversations with placement agency 
representatives, parents and CBYX alumni of color was the significant absence of people of 
color among program officials, representatives and CBYX student participants. The placement 
agencies participants either confirmed they did not having any people of color on their team or 
did not directly disclose if and how many people of color were represented in their organization 
for recruiting CBYX participants. One agency representative did communicate having diversity 
initiatives they employed to increase diversity among the recruited CBYX program participants, 
but the demographic make-up of those leading those initiatives was not shared. Although this 
type of outreach is an effective tool to engage diverse publics, the absence of representation on 




and students of color if this is opportunity is indeed for diversity, equity and inclusion, or 
meeting quotas.  
 Parent focus group participants viewed the lack of representation as opportunities not 
intended for their community and children to engage in.  In fact, when viewing some of the 
social media content used by placement agencies to promote international educational exchange 
programs, parent participants primarily connected with the posts displaying people of color. One 
parent participant shared they’d be interested in learning more about the program simply because 
the content showed people who looked like them. They believed that representation not only 
creates the awareness of an opportunity but it also creates a sense of trust about the program 
between the parent and the representative of color for the placement agency. Parents and students 
said they are comfortable talking with someone that looks like them because they trust the person 
is familiar with the interests affiliated with their culture. Parents felt that a representative of color 
would immediately address their concerns, in their vernacular, which would influence their trust 
in the program and decision to participate. So, even if placement agencies have amazing 
recruitment teams and create amazing diversity outreach initiatives, if the front line does not 
reflect the people they want to reach it will be ineffective.  
 Alumni participants discussed sometimes being the only person of color in their German 
host community, adding another dynamic to their experience. These dynamics often are not 
addressed by placement representatives prior to students’ departure to their host country, which 
leaves students of color unprepared for some of the racist elements of American culture they will 
possibly face while living in Germany. Placement agency representatives of color would be 
aware of how this would affect their experiences and be more resolute in preparing students of 




mainstream products may not work for their hair or skin, informing members of their host 
community how the words and symbols they use casually are offensive, and actually have 
negative connotations of racism in America, or justifying the process of doing their hair.   
Ineffective Recruiting Strategies for Students of Color  
 Another theme that emerged during the conversation with parents and alumni of color is 
that only one person - an alumni participant - has ever been directly solicited by a placement 
agency representative or volunteer.  Participant parents are not familiar with any international 
educational exchange opportunities or representatives in their community, while students seem to 
locate these opportunities only on scholarship databases or through referrals. Therefore, it 
appears the general model for recruiting high school students does not work for students of color. 
The areas that representatives are spending time promoting and recruiting students are not where 
they will find students of color.  If the majority of representatives are White and the community 
they promote in is White, then students of color will be excluded. Second, if representatives 
primarily promote in areas that historically have recruited more participants, then the 
opportunities of reaching other students of color are missed.  Lastly, parents are less trusting of 
international educational exchange programs that are not promoted or supported by their local 
high schools. If high schools diligently work to provide beneficial academic opportunities for 
students and do not appear to support these specific programs, then parents may view them as 
unnecessary. This explains why opportunities soliciting students of color outside of school are 
often overlooked by some parents and students of color. 
  Although the recruiting strategies are effective for some White communities, they are 




the CBYX program and engage families of color, the recruitment strategies must be redesigned 
to specifically reach and support this demographic.  
Support 
 The need for support from the recruitment stage through the students’ return to their 
home country was a consistent theme in both parent and alumni of color focus groups. Since the 
majority of parents of color have no experience with international educational exchange 
programs, they communicated how advantageous support from representatives and other parents 
of color would be in helping to eliminate their fears and increase their confidence in the program.  
Additionally,  the challenges of being a first-generation participant or parent requires 
another level of support. Recognizing this characteristic and creating provision to support 
families of color during this experience will not only increase their confidence in their program, 
but also creates opportunities for parents to become advocates for the program among their 
community.  
 The themes that emerged during the conversations and discussed in this section gave the 
most insight into why there are gaps between placement agencies and students of color when it 
comes to increasing their participation in Germany through the CBYX program. All of the 
information from this research has been gathered, analyzed and used to design a model 







DISCUSSION: RECOMMENDATIONS AND IMPLICATIONS 
 The research methods used to gain insight into why students of color are not participating 
in international educational exchange programs, specifically the CBYX program, provided 
valuable qualitative data used to design the recommended recruitment model in Figure 4. A 
further explanation of the model will be discussed in this section.  
Modifying Infrastructure  
 As thoroughly discussed in prior sections of this research, racial and cultural 
representation within placement agencies is paramount in successfully recruiting students of 
color. Therefore, the first recommendation on the model is for placement agencies to proactively 
recruit people of color as CBYX representatives, whether as staff members or volunteers, in their 
assigned geographic locations. These representatives can be prior CBYX or international 
educational exchange participants, parents with students who have participated in CBYX or 
other international educational exchange programs, or individuals with a passion for these 
experiences and diversity initiatives. These representatives must be allowed to contribute their 
knowledge of being a person of color in creating recruitment strategies.  
Secondly, it is also recommended that a mental health support staff position is created by 
the ECA as a resource for students of color while living in Germany.  These support staff 
members or volunteers would be German persons of color knowledgeable of global race 
relations and able to help students navigate living in Germany as a person of color. The 

























































































































































































































































































































































































































































































































   


































































































































































































































































































































































































































































































































































































   
























































































































































































































































color, like where to purchase hair and skin products, and facilitate a separate orientation with 
American students of color and their host families prior to arrival. This position would also serve 
as a support resource for students, their German high school and their host families during their 
exchange experience. This position is not to replace any German representative assigned to 
American students and host families, but as an additional support for students of color during 
their experience.  
The last infrastructure recommendation is for CBYX to  create  support groups for 
students and parents of color. The proposed titles are CBYX Alumni of Color Association, Black 
CBYX Alumni Ambassador Program, and Parents of CBYX Students of Color Group. 
 The CBYX Alumni of Color Association would be available for all students of color who 
have participated in the CBYX program. This group would manage its own executive board, 
events and social media, and would communicate beneficial information to placement agencies 
regarding how to effectively serve students of color. This group would also support past, current 
and future students by sharing their experiences and networking.  
 The Black CBYX Alumni Ambassador Program is for alumni interested in being 
ambassadors for the program and working with agencies to actively recruit potential students of 
color for the upcoming academic year. Ambassadors would work alongside agency 
representatives having a difficult time engaging a student of color and be available to directly 
speak with families of color with questions about the program.  
 The Parents of CBYX Students of Color group would serve as a resource for parents and 
includes parents of alumni, current and potential CBYX participants. Parents will be able to 
engage by offering and receiving support from each other. This group could be an essential 




program from other parents who have experienced concerns they currently have and possibly 
may become parent ambassadors for the program.  
  I am confident that if these infrastructural recommendations are implemented that within 
two to five years, the ECA will see an increase in applications from students of color. The next 
section discusses  the pre-recruitment stage.  
 
Pre-Recruitment Stage   
 After placement agencies transform their teams to include more people of color, the next 
step is to facilitate a seminar, for all representatives, introducing strategies specifically designed 
to recruit students of color. The seminar will equip all representatives with the same information 
about how to appropriately and effectively recruit a diverse group of students for the CBYX 
program, including where and what platforms to promote and to how to approach the 
conversation about race in Germany.  
 Another recommendation for the pre-recruitment stage is to initiate and build 
relationships with local high schools and garner their support for the CBYX program. The first 
step requires CBYX to identify any restrictions high schools have that might prevent placement 
agencies’ ability to promote their programs in the school. If there is not any current policy 
prohibiting placement agencies from promoting international educational exchange programs in 
schools, representatives should collaborate with high school counselors, student services and 
others who may mentor students of color. Together, representatives and counselors can create an 
information session sharing the benefits of the program and how participating would positively 




provide a 360-degree outlook of the program and the confidence needed from parents and 
students.  
 In addition to creating partnerships with local high schools, representatives can contact 
popular affinity groups that students of color engage in to expand their efforts for recruiting. 
However, I suggest that relationship building is utilized when first approaching leaders of these 
groups instead of solely promoting the program with a flyer. Affinity group members receive 
many notifications of opportunities through listservs and an email about the CBYX program has 
the risk of being overlooked.  A representative should begin researching organizations and 
groups to find out what their mission is and how the CBYX program can help their members and 
then invite one of the leaders out for coffee to get to know them, explaining how the CBYX 
program is beneficial. With this approach, the chances of engagement should increase.  
 The last recommendation under the pre-recruitment stage is to create scholarships 
specifically for students of color participating in the CBYX program. One placement agency 
representative discussed how they are unable to label a scholarship as a “minority scholarship,”  
because it is not one, which they believe limits the application pool for students of color because 
it is available for any student.  Funding opportunities specifically created for students of color 
will increase the awareness of the program in the community and the number of students of color 
in the CBYX application pool. Creating relationships with affinity groups and relationship 
building could open the prospect for having some of these groups sponsor a scholarship for 
students in the CBYX program, which would not only get the funding that students of color are 
looking for but provide the additional third-party validation that is needed.  
 Placement agencies must begin the pre-recruitment stage –  the foundation of the entire 




disregarded or handled frivolously because this is where internal training and public relationship 
building will originate. The activities in this stage will influence how effective the next phase of 
the model will be, the recruitment stage.  
Recruitment Stage  
 The recruitment stage of the model is where active recruiting transpires. Placement 
representatives will proactively engage in various activities grounded in the training, 
relationships built, and partnerships established in the pre-recruiting stage to reach students of 
color.  
 The activities in this stage are tailored for reaching students of color based on the 
feedback received from focus group participants.  The first recommendation  is that 
representatives use scholarship databases and websites - national and local - as the primary 
platforms to post CBYX information during this stage. If the website offers the option to tag or 
categorize posts and if the agencies are allowed, then the terms #diverse and #minority should be 
used, so that it will appear in the search results and increase the likelihood of being viewed by 
students of color.  
 Secondly, informational flyers should be posted in counselors and student services offices 
inside the local high schools. In addition to the flyers, any opportunity to lead an information 
session for parents and students about the CBYX program alongside counselors and faculty is 
highly suggested. Information sessions can also be conducted in high school club meetings that 
students of color primarily engage in such as diversity clubs, college fairs, or college visits to 
high schools. These sessions should emphasize the benefits of participating in these programs 




local high schools and the chance to present alongside of school counselors and staff conveys a 
sense of support to parents and students.  
 Lastly, incorporating alumni of color as advocates and ambassadors for the CBYX 
program is another opportunity to engage students. Insight from the focus groups determined that 
referrals from trusted individuals can positively influence a student of color’s decision to 
participate in international educational exchange programs. Therefore, having ambassadors from 
the Black CBYX Ambassador Program on-site at different recruiting events would engage 
potential participants.   
 The recruitment stage should take place throughout the CBYX open application season 
and followed by the pre-departure and pre-arrival stages.    
Pre-Departure Stage 
 The pre-departure stage of the model is designed to encourage parents and students prior 
the students’ departure for Germany and prepare students and families for the approaching 
experience. It is the time period where students and families can experience both eustress and 
distress because parents are preparing to send their student of color to another country for a year. 
The emotions that appear at this point are normal, sometimes overwhelming, and can change the 
students and maybe parent’s decision to allow their student to participate.      
 Pre-departure orientations are common for students participating in international 
educational exchange programs. The recruitment model integrates a session specifically designed 
for participants of color during this orientation. The concurrent session will facilitate a panel of 
CBYX alumni of color and parents of color, introduce the German support representatives of 
color discussed in the Modifying Infrastructure section, allow students of color to network and 




Color group. This session will create the opportunity to address any concerns about living in 
Germany as a person of color. Participants and their families should leave this session feeling 
encouraged, able to identify their support resources and be better prepared for what to expect 
during this experience.  
Pre-Arrival Stage 
 The pre-arrival stage focuses on orienting German families who will host an American 
student of color. Like the pre-departure stage, this stage of the model should occur alongside the 
general host family orientation that is commonly held prior to participants’ arrival into Germany.  
This orientation should be facilitated by the German support representative of color to apprise 
host families of the dynamics of hosting an American student of color, like explaining why some 
facets of German culture may offend students, and describe some cultural differences they may 
encounter and how to address them. The German representative will explain their role as a 
support resource for both the student and host family as they navigate race and culture during the 
year-long experience. This stage creates the opportunity for German host families to ask 
questions and understand their host student as an American student of color and prepare for their 
experience.  
Experience Stage  
 The experience stage of the model is designed to extend support for students of color 
during their experience in Germany. It is recommended that mental health wellness sessions are 
conducted within the first month of students’ arrival and continue throughout the experience on 
an at-need basis. This wellness initiative will provide students with the tools they need to 
navigate any challenges they experience, hopefully before they become isolated or in a 




 Alumni participants discussed an event where all CBYX students would come together in 
the middle of the academic year to debrief about their experiences thus far.  During this mid-year 
briefing, a separate session should be held for participants of color to connect and share their 
experiences among each other. This session would provide the opportunity for students, along 
with the German CBYX representative of color, to discuss coping strategies, compare situations 
and exchange helpful ideas to help them complete the rest of their experience positively.   
 This stage of the model addresses alumni participants’ comments on how the availability 
of support resources would have positively contributed to their experience. If representatives 
notice students are becoming isolated due to unfavorable encounters because of their race, they 
can connect those students with members of the Black CBYX Ambassador program to help them 
navigate their distresses. 
Departure Stage 
 The departure stage of the model is designed to support students’ adjustment back into 
American culture and the chance for placement agencies to obtain feedback about student 
experiences. This stage is imperative for recruiting students of color for the CBYX program in 
the future. Alumni participants said they did not remember or were never given the opportunity 
to give feedback about their experience as a CBYX participant. Therefore, this research 
recommends that CBYX conduct in-depth interviews or focus groups with student participants 
within two months of their return back home. The students’ insights will provide significant 
information that placement agencies can use to adjust their recruiting and retention strategies for 





Out of all of the recommendations in the model, the priority is increasing representation 
among placement agency representatives. The change in applicant profiles will begin when 
families see people who look like them representing the program. The second priority is to 
garner support from third-party organizations that have a heavy influence on these communities, 
since some high schools are reluctant to support study-abroad opportunities.  
Limitations And Future Research Opportunities  
 This research provides a snapshot of what factors may influence whether students of 
color and their parents consider studying abroad as a valuable life experience. The results are 
limited to perspectives of some parents, agency representatives, and alumni associated with the 
ECA and partner agencies. Additional research may help determine whether/how the program 
sponsor, placement agency, or host country affect the interest, successful recruitment, and 
retention of students of color to study abroad.  
 Another limitation of this study is that it does not consider social class as a contributing 
factor for the lack of diversity in international educational exchange programs. Although race is 
an imperative component of this research, social class also contributes to why students of color 
may or may not participate in these types of opportunities. Therefore, international educational 
exchange programs may not be a part conversation in these homes because families may feel 
these opportunities are not for them.  
 A third limitation is that interviews were conducted with representatives of the placement 
agencies that may not actually participate in the actual recruitment of potential students. Future 
research should tap into the perspectives of representatives who complete the actual field work 
for recruiting students. If feedback from the actual recruiting representatives have not been 




and what is actually done regarding recruitment. Once this initial research into the intended 
messaging is completed, future research should explore the extent to which recruiters employ the 
model in their recruitment efforts. 
 The fourth limitation is this study focuses primarily on the African-American population 
and does not include other races identifying as people of color, which accounts for 60 percent of 
the American population according to the U.S. Bureau report.  Individual races and cultures have 
separate ideologies, beliefs, traditions and practices that may influence their attitudes about 
international educational exchange and to include all of them in this study would be complex. It 
is anticipated that the model developed from this study can be used as a foundation and can be 
modified based on each race being researched.  
It is recommended that further research be conducted on increasing the participation of 
other ethnicities for international educational exchange programs. The recruitment model can be 
















 International educational exchange programs are a facet of diplomacy that helps promote 
mutual understanding between the U.S. and other countries. It provides the opportunity for 
American high school students to influence their country’s national image, one experience at a 
time.  This research found that, although people of color account for a large part of the U.S. 
population, they are not represented across national borders properly in these programs. If the 
true citizenry of the U.S. is not represented then foreign countries will not realize the true 
diversity and opportunity that America offers.     
 The research found that students of color do not engage in activities if they are unaware 
of them and feel said opportunities were not created for them. The qualitative data were used to 
develop a recruitment model that, if implemented would increase the number of high school 
students of color who participate in the CBYX program and other international educational 
exchange programs.  














INTERVIEW GUIDE FOR PLACEMENT AGENCIES  
Promotional Materials 
1. Who designs the brochures and posters used for the CBYX program?  
a. Template provided by the ECA or does each agency create their own? 
b. How often are they updated? 
2. Who creates social media content? 
a. Template provided by the ECA or does each agency create their own? 
b. How often do you post about the CBYX program on your social media 
platforms? 
c. What platforms does your organization use? 
 Recruitment  
1. Describe your general recruitment process for the CBYX program. 
2. When do you start promoting and recruiting? 
3. When are the promotional materials your organization creates distributed?  
4. What is your social media strategy? 
a. Does it differ based on the social media platform? 
5. Are there specific strategies for recruiting students of color? 
a. If so, describe them.  
6. Can you provide any data on the demographic makeup of each CBYX cohort over 
the past 5 years? 





8. What would be your organization’s ideal demographic makeup for a CBYX 
cohort (in terms of percentage)? 
 Internal Staff and Team 
1. How many people are on your team for the CBYX program? 
a. How many of them identify as a person of color? 
2. How many recruiters or representatives do you have recruiting for the CBYX 
program? 
a. How many of them identify as a person of color? 
b. How do you receive feedback from your recruiters about challenges or 
suggestions for recruiting students? 
i. What does your organization do with this feedback? 
















FOCUS GROUP GUIDE FOR PARENTS OF HIGH SCHOOL STUDENTS OF COLOR  
 
1. Parents’ knowledge about outbound international educational exchange programs 
Probes:    
a. What do you know about international educational exchange programs? 
b. Were you aware that these programs offer American students the opportunity to 
live in another country, for a specific amount of time, for educational or cultural 
purposes?  
c. Within the past two to five years, have you received information about these 
programs? If yes:  
i. When, from where and how? 
ii. Was this information received proactively by you or your student, or was 
it  unsolicited?  
d.  Within the past two to five years, have you came across information about these 
programs on social media? If yes, 
i. When, from where and how? 
e. Where would you expect to find out information about these programs?  
f. Do you know anyone who has participated in an outbound international 
educational exchange program? If yes,  
i. Who and what program? 
ii. What do you know about their experience?  





a. Holistically, what do you think about these programs?   
b. What do you think are the pros and cons of these programs? 
c. Would you allow your student to participate in an international educational 
exchange program? 
i. Why or Why Not? 
1. Top three to five reasons you would allow your student to 
participate. 
2. Top three to five reasons they would not allow your student to 
participate.                          
3. Parent’s knowledge about the CBYX program. Distribute promotional materials 
(pamphlets, posters, flyers and social media content) used by placement agencies. 
Explain the basics of the CBYX program and the student qualifications.  
Probes: 
a. Based on the materials provided, how relevant do you feel this program is for to 
you and your student?  
i. If relevant, what about these materials make you feel this program applies 
to your student? 
ii.  If not relevant to you, what changes would need to be made to the 
materials to ensure you that this program applies to your student? 
b. What do you know about Germany and its culture? 
c. How likely are you to consider allowing your student to participate in the CBYX 
program?  




4. Final Thoughts  
a. Are there any other feedback that you’d like to give regarding students of color 


























APPENDIX 1.3  
FOCUS GROUP GUIDE FOR CBYX ALUMNI PARTICIPANTS OF COLOR   
1. Participant History  
Probes:  
a. When did you participate in the CBYX program? 
i. Year, location, length of time. 
b. How did you initially learn about the program? 
c. After learning about the program, how relevant was it for you as a student of 
color? 
d. How were you recruited? 
i. Solicited or proactive search? 
1. By whom? Teacher, counselor, community, etc.? 
e. What were your parents’ attitudes about: 
i. The CBYX program as a whole? 
ii. Germany? 
iii. Your participation in the program?  
f. What influenced your decision to participate in the CBYX program? 
2. Germany Life Experience  
Probes: 
a. How much did you know about Germany prior to participating the program? 
b. How fluent were you in German prior to participating in the program?  
i. How did this affect your experience?  




i. What was the racial and cultural makeup of the area you lived in? 
ii. Did you see other people of color in the area you lived in? 
d. Briefly describe the host family that you lived with. 
i. Are you still in contact with them today? 
ii. How often do you talk with them?  
iii. How did you adjust to living with a new family in another country? 
iv. How did your host family help you adjust to living with a new family in 
another country? 
v. What were you able to share about American culture with your host 
family? 
1. Was there anything they were surprised to learn about America or 
a person of color from America? 
2. Was there anything that you were surprised to learn about 
Germany and its people?  
3. German School Experience  
Probes:  
a. What school did you attend in Germany? 
i. What was the racial and cultural makeup of the school? 
ii. Would you describe your experience at this high school as positive or 
negative? 
1. Please explain. 
iii. Did you join any clubs, groups or organizations at the school? 




a. Why did you join them? 
b. How did it contribute your experience the duration of your 
stay? 
i. Did you find it to be a support system for you? If 
so, how?  
1. If not, why? 
2. If you did not join a club, group or organization at your school, 
why not? 
b. Were you able to share your culture with the students at your school? 
i. Was there anything that your classmates and friends were surprised to 
learn about America or a person of color from America? 
ii. Was there anything that you were surprised to learn about Germany and 
the students at your school?  
4. CBYX Experience  
Probes: 
a. Briefly describe your experience in the CBYX program.  
b. What was a typical day like for you in Germany? 
c. What are some of the challenges that you experienced during you stay in 
Germany? 
i. How did you overcome them? 
ii. Were you able to gather with other American students a part of the CBYX 
program during your stay to help you navigate your challenges? 




i. In what ways? 
e. Based on your knowledge, how many other students of color participated in the 
CBYX program when you did? 
i. Would you recommend other high school students of color to participate 
in the CBYX program? 
1. What advice would you give these high school students?  
ii. What advice or feedback would you want to share with parents interested 
in allowing their student of color to participate in the CBYX program? 
f. What recommendations would you offer placement agencies looking to increase 
the number of students of color who participate in the CBYX program? 
5. Final Thoughts     
a. Is there any other feedback or thoughts that you’d like to provide about the way 
placement organizations recruit students of color for the CBYX program? 
b. Is there any other feedback or thoughts that you’d like to share about your 













SOCIAL MEDIA CONTENT FROM PLACEMENT AGENCIES: These three images were 
shown to participants in the parent focus group. They provided feedback on each image, which 
















CBYX FLYER 2019: This flyer is used to recruit potential participants for the 2020 -2021 
academic school year. Parent participants were shown this flyer and asked to provide feedback 

























STUDY ABROAD IN 
Candidates must meet the following requirements:
• A U.S. citizen
• Between the ages of 15 and 18½ on August 1 of the 
year the program will begin 
• A current high school student at the time of 
application, with a GPA of 3.0 or higher
• Additional criteria detailed in the application
CBYX seeks applicants representing the diversity of the 
United States, including students with disabilities. Previous 
German language study is not a requirement and all levels 
of language ability are encouraged to apply.
Applications are accepted beginning the fall of each year. 
To learn more about how to apply and this this year’s 
application deadline, visit  
www.usagermanyscholarship.org!
Become a true member of another culture; 
experience Germany first-hand through CBYX.
The U.S. State Department funded Congress-Bundestag Youth Exchange Program 
(CBYX) is for motivated high school students who want to fully immerse themselves 
in German culture by living with a host family and attending a local high school.
As a Congress-Bundestag participant, your exchange year will include:
• Placement with a carefully selected German host family
• Admission to a German high school
• Pre-departure training in the United States and orientation programs in Germany 
• Meetings with government officials
• Cultural excursions to the German Bundestag and select German cities
• Supplementary language lessons upon arrival in Germany







Congress-Bundestag Youth Exchange is sponsored by the U.S. 
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